Cross-border shopping is the phenomenon when consumers travel to an adjacent country for the specific purpose of purchasing products or services and purchasing activities that can be made during a business or tourist visit. It is also viewed as a subcategory of tourism and leisure. Hatyai, Thailand is located around 30 km from the Malaysian border. The statistics reports that each year more than 400,000 Malaysian visitors visited Hatyai, Thailand. This study aims to investigate the impact of consumer ethnocentrism on foreign product judgment and local helping purchase. The data were collected through self-administered questionnaires among a sample of 423 Malaysian tourists who have done some shopping in Hatyai, Thailand. The results revealed that consumer ethnocentrism have a significant negative impact on foreign product judgment, while consumer ethnocentrism has a significant positive impact on local helping purchase. The result from this study would be helpful in designing and improving effective marketing strategies and conducting marketing campaigns for retailers and tourism marketers on both sides of the border while satisfying the needs of the shoppers.
Introduction
Cross-border shopping is the phenomenon when consumers travel to an adjacent country for the specific purpose of purchasing products or services and purchasing activities that can be made during a business or tourist visit (Euromonitor, 2004; Dmitrovic & Vida, 2007; Lau et al., 2005; Mogab et al., 2005) . According to the definition as given by Timothy (2000) , a tourist is someone who crosses a political boundary, either international or subnational. Thus, cross-border shopping is also viewed as a subcategory of tourism and leisure. Cross-border shoppers are tourists who cross another country's border for the purpose of shopping. Traditional definitions of international tourists are normally defined with an element of temporary travel, which involves crossing an international border, and often includes pleasure as a purpose of the trip (Ganster & Lorey, 2005) . Jarratt (1998) supported that during these trips to a neighbouring country, cross-border shoppers may participate in other activities such as going to the movies, visiting a museum and an historic or natural attraction, eating in a restaurant, and staying in local accommodations. Some authors elaborated that cross-border shopping is the purchase and the consumption that take place in border areas beyond one's own national state border, regardless of whether the products are bought and consumed on the other side, or are brought back to the home country, and it includes a broad range of products and services (Follo, 2003; Kim & Sullivan, 2003; Nijssen & Herk, 2009 ).
With growing globalization, consumer cross-border shopping into an adjacent country is increasing around the world in many countries such as between the United States and Mexico (Brodowsky & Beverlee, 2003; Goh et al., 2007; Guo & Wang, 2009; Sullivan, 2008) , the United States and Canada (Di Matteo & Di Matteo, 1996; Papadopoulos, 1980; Sullivan and Klang, 1997) , Denmark and Germany (Bygvra, 1998) , Norway and Sweden (Follo, 2003; Karlsson & Lindgren, 2010) , Singapore and Malaysia (Hui & Wan, 2008; Piron, 2002; Tansuhaj et al., 1989) , Brunei and Malaysia (Anaman & Ismail, 2002; Subramaniam et al., 2008) , and Hong Kong and Shenzhen, China (Ju, 2010; Lau et al., 2005; Wang, 2004) .
Cross-border shoppers can be viewed as consumers when they do shopping in a neighbouring country. Consumer ethnocentrism refers to a consumer who has the tendency to purchase locally instead of to purchase aboard. Therefore, ethnocentricism affects one's tendency to cross the border to shop. A highly ethnocentric shopper might not outshop at all because she/he feels that it would hurt the domestic economy, it would cause loss of jobs, and it would be unpatriotic (Shimp & Sharma, 1987) . The increase in cross-border shopping also results from the growth in international travel and consumer awareness of foreign cultures and their products or services (Nijssen & Herk, 2009) . Less ethnocentric consumers often travel and make purchases abroad (Dmitrovic & Vida, 2007; Nijssen & Herk, 2009; Piron, 2002) . This has resulted in greater interest in examining consumer ethnocentric tendencies (Nijssen & Herk, 2009) , and consumer attitudes towards products of different countries (Nijssen & Susan, 2004) . Moreover, consumers' bias towards their national products is a significant determinant of local product purchase behaviour (Josiassen, 2011) . Consumer ethnocentrism has been found to be negatively related to foreign product judgments (Klein et al., 1998; Netemeyer et al., 1991; Nijssen & Douglas, 2004) , and positively related to local helping purchase (Balabanis & Diamantopoulos, 2004; Dmitrovic & Vida, 2009 ).
In consequence, examining consumer ethnocentric tendencies can help marketers to conduct effective marketing strategies. In fact, local and global marketers need to consider the level of consumer ethnocentrism among consumers before launching their products in foreign countries (Phau & Chan, 2003) . Moreover, exploring consumers' attitudes towards domestic and foreign products can help local and global marketers to conduct more effective local and global marketing strategies (Cheron & Hayashi, 2001) .
Hatyai is located in Songkhla Province (Figure 2 ), the largest city in Southern Thailand and populated by nearly 800,000 Thais. The residents of Hatyai are a mix of Thais, Chinese, and Muslims. Hatyai is located 950 kilometers from Bangkok and 30 kilometers from the Malaysian border (Bukit Kayu Hitam-Sadao Border) . Hatyai is a commercial, shopping, and entertainment centre. There are at least six large shopping malls including Lee Garden Plaza, Odean Shopping Mall, Diana Shopping Mall, and Central Department Store, as well as Tesco Lotus and Carrefour superstores (Figure 2) . Furthermore, there are various kinds of street-side vendors and stalls found in the two main markets. Consequently, it is a popular destination for visitors from Malaysia. The statistics reports that each year more than 400,000 Malaysian visited Hatyai because the value of Thai baht is lower compared with the Malaysian currency. Thus, Malaysian residents cross the border to buy goods and services at cheaper prices. In 2011 alone, 631,345 Malaysian tourists visited Hatyai, whereas in 2010 there were only 431,056 tourists from Malaysia (Department of Tourism of Thailand, 2012). International Journal of Business and Management Vol. 9, No. 9; This study has two objectives: (1) to investigate the impact of consumer ethnocentrism on foreign product judgment; and (2) to investigate the impact of consumer ethnocentrism on local helping purchase.
Conceptual Background and Hypothesis Development

Cross-Border Shopping
Many researchers defined outshopping as the purchase of goods by consumers outside their local shopping areas (Blakney & Sekely, 1994; Hawes & Lumpkin, 1984; Jaratt, 2000; Papadopoulos, 1980; Polonsky & Jarratt, 1991) . Sullivan & Savitt (1997) also supported this by saying that outshopping happens when consumers leave their local community to purchase goods or services. Guo & Wang (2009) identified outshopping as shopping outside one's local community for various reasons such as to obtain better quality merchandise at relatively competitive price points and pleasant shopping environment. A broad definition of outshopping would include those of some authors, such as Tansuhaj et al. (1989) , Piron (2002) , Wang et al. (2010) , as they defined international outshopping as consumers purchasing away from their home country and that they identified shopping as a motivation for going aboard. Cross-border shopping occurs when consumers travel outside their local area and cross a national boundary outside their local area into an adjacent country primarily to shop (Dmitrovic & Vida, 2007; Lau et al., 2005; Mogab et al., 2005) . Thus, cross-border shopping is regarded as a subcategory of international outshopping and outshopping (Figure 3 ), where shoppers travel out of their town to a neighbouring country for shopping of goods and services (Lau et al., 2005) 
Consumer Ethnocentrism
Marketers and retailers often study consumer ethnocentrism to develop strategic marketing plans for entering into new foreign markets. They do this to understand the attitudes and beliefs of the foreign consumers. The concept ethnocentrism was first introduced by Sumner (1906) who explained it as the tendency to regard one own's beliefs, standards and code of behaviour as superior to those of other societies. Shimp & Sharma (1987) defined consumer ethnocentrism as the concept to represent consumers' beliefs in the superiority of their own countries' products. From the perspective of ethnocentric consumers, purchasing imported products is wrong because in their minds, it hurts the domestic economy, it causes loss of jobs, and it is plainly unpatriotic. Products from other countries are objects of contempt to highly ethnocentric consumers. In addition, the consumers with higher level of consumer ethnocentrism have better attitude towards domestic products. Sharma et al. (1995) noted that consumer ethnocentricity is expected to have a strong impact on attitudes towards importing products. To nonethnocentric consumers, foreign products are objects to be evaluated on their own merits without considering where they are made. This moral aspect causes consumer to purchase domestic products, even though in extreme cases, the quality is below that of the imports (Sinkovics & Hartmut, 1994) .
The measurement of consumer ethnocentrism was made with the development of The CETSCALE (Consumer Ethnocentric Tendencies Scale) by Shimp & Sharma (1987) . The CETSCALE comprises 17 items which measure the attitude of consumer towards foreign and domestic products. The CETSCALE (17 items) is a tool to measure the level of ethnocentricity. Since the introduction of the CETSCALE, researchers all over the world are using this construct measurement to understand the effect of consumer ethnocentrism on the attitudes of consumers towards local and foreign made products (Khairul & Ibrahim, 2012) . Previous research regarding cross-border shopping and consumer ethnocentrism (e.g., Piron, 2002; Timothy, 1999) cited that cross-border shoppers exhibit a low level of ethnocentrism, indicating a lesser tendency to view shopping and buying products from overseas instead of at home as inappropriate behaviour. Piron (2002) found that low ethnocentric cross-border shoppers usually travel and do shopping abroad.
Relationship between Consumer Ethnocentrism and Foreign Product Judgement
A foreign product judgement refers to a consumer's attitude towards foreign products in general and the interaction of quality judgements based on country of origin and and attitudes towards foreign products in general (Klein et al., 1998) . The increase in cross-border shopping results because of customers' awareness about foreign products (Nijssen & Douglas, 2004) . The purchase of foreign products may even be seen as simply unpatriotic (Klein, 2002; Netemeyer et al., 1991; Sharma et al., 1995; Shimp & Sharma, 1987) . Klein et al. (1998) hypothesized that feelings of highly ethnocentric consumers would affect consumers' purchasing behaviour towards foreign products. They concluded that ethnocentric tendencies are significantly negatively correlated with attitudes towards foreign products. Klein (2002) elaborated that those who believe that it was wrong to buy foreign products or that only domestic products should be purchased, also tend to denigrate the quality of foreign products. According to Figure 4 , previous studies found that consumer ethnocentrism has been found to be negatively related to product judgements (Klein et al., 1998; Netemeyer et al., 1991; Klein et al., 1998; Shimp & Sharma, 1987) . This proposition is summarized in the following hypothesis: International Journal of Business and Management Vol. 9, No. 9; H1: Consumer ethnocentrism has a negative impact on foreign product judgments.
H1-
Relationship between Consumer Ethnocentrism and Local Helping Purchase
Consumer ethnocentrism refers to consumers' judgements of the morality of purchasing foreign made products. Consumer ethnocentrism has been found to relate positively to consumer preference for domestic products, and negatively to preference for foreign products (Shimp & Sharma, 1987) . Granzin & Olsen (1988) developed a concept of local helping purchase behaviour. They defined local helping purchase as an individual's purchase-related behaviour in support of the domestic economy. They examined purchasing domestic products on the behaviour of American consumers and concluded that buying local products by American consumers had negative relationship with helping costs and positive relationship with responsibility. Dmitrovic & Vida (2007) summarized that the local helping purchase behaviour was operationalized as purchase-related behaviour at the levels of
• seeking products of both domestic branding and domestic manufacture;
• looking at labels to identify these products; and
• shopping at retail stores that sell domestic products.
By choosing domestic over foreign products or brands, consumers support the domestic economy (Granzin & Olsen, 1998) . Balabanis & Diamantopoulos (2004) also confirmed that ethnocentricity better explains positive consumer attitudes towards domestic products than the negative attitude towards foreign products. As previous studies have concluded that there is a tendency for consumers to evaluate their own country's products more favourably than products bought from foreign countries (Balabanis et al., 2001; Balabanis & Diamantopoulos, 2004) . Dmitrovic & Vida (2007) explored cross-border shopping behaviour in South-East Europe and found that local helping purchase was found to be highly significant predictors of cross-border shopping behaviour. Cross-border shoppers who have high level of local helping purchase tend to shop less in aboard. Dmitrovic & Vida (2009) studied the impact of consumer ethnocentrism on local helping purchase in four countries of the South-East Europe (Croatia, Bosnia and Herzegovina, Serbia, and Montenegro). The results for all four country samples indicated that consumer ethnocentrism was positively related to local helping purchase (Figure 4) . Based on the theoretical backgrounds presented earlier, the following hypothesis is proposed:
H2: Consumer ethnocentrism has a positive impact on local helping purchase.
Research Method
Instrument Development
Data were collected using self-administrative questionnaire (Bygvra, 1998; Wang, 2004; Yeung & Yee, 2011) . The questionnaire was developed in English and was translated into Malay and Chinese by language translators and then native Malay and Chinese speaker, also fluent in English, retranslated it back into English to ensure consistency (Cha et al., 2007) . Prior to the survey, a pilot test was conducted with 20 respondents who were randomly selected. Apparently, the respondents were able to understand and to answer the questions, and therefore, only few minor changes were made to the questionnaire for clarity. The questionnaire comprised the following major sections:
The first part contained pertaining to samples' sociodemographic variables (age, gender, ethnicity, highest educational level, occupation, marital status, average income per month).
• Consumer ethnocentrism (10 items) was modified from the original CETSCALE by Shimp & Sharma (1987) . Each scale in this section was measured by a 5-point Likert scale (1 = strongly disagree to 5 = strongly agree).
• Foreign product judgements (4 items) were specifically adapted from Klein et al. (1998) . Components in this section were measured on a 5-point Likert scale (1 = strongly disagree to 5 = strongly agree).
• Local helping purchase (6 items) was adapted from Granzin & Olsen (1998) . The questions in this section were measured by using a 5-point Likert scale (1 = strongly disagree to 5 = strongly agree).
Reliability of Data
To establish the reliability of this study measurement used in the survey instrument, the reliability coefficient (Cronbach alpha) was verified. The constructs in the measurement had the estimated reliability-coefficient of 0.938 from 10 consumer ethnocentrism items, 0.703 from four foreign product judgment items and 0.895 for six local helping purchase items. The minimum value for accepting the reliability test is 0.7 (Nunnally, 1978) . According to this rule, all of the constructs in the measurement of this study thus fulfilled this requirement.
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Data Collection
The target population of this study was defined as Malaysian citizens (age over 18), they all stayed in Hatyai for at least one night and have done some shopping during their trip. Moreover, they were willing to fill the questionnaires. The data was gathered by using the questionnaires with 460 visitors in Hatyai with tourists from Malaysia. The questionnaires were distributed daily from 9.30 a.m to 9.30 p.m for 3 months from JanuaryMarch, 2013. A total of 460 respondents was recruited in various shopping outlets located at Hatyai, Thailand. The samples were selected using the mall-intercept technique on a face-to-face base (Yeung & Yee, 2012) . The respondents were approached by the researchers and another four trained surveyors, who understood fully the issues regarding to the survey. The questionnaires were filled by the respondents themselves, if the respondents were unable to complete the questionnaires; they were requested to return them personally the following day to the interviewers at the selected shopping outlets.
Results
Out of 460 questionnaires, 423 questionnaires were usable (92% response rate). Unusable questionnaires included missing in some sections and uncompleted questionnaires.
Demographic Characteristic Profile of Respondents
As 
The Impact of Consumer Ethnocentrism on Foreign Product Judgment
Simple linear regression will be used to achieve research objective one; to investigate the impact of consumer ethnocentrism on foreign product judgment. The goal in regression analysis is to create a mathematical model that can be used to predict the values of a dependent variable based upon the values of an independent variable. In this study, consumer ethnocentrism was identified as the independent variable and foreign product judgment was indicated as the dependent variable. According to Table 2 , the analysis suggests that consumer ethnocentrism explain only 0.066 (R Square = 0.066) of foreign product judgments. The β coefficient was -0.257, t-value was -5.463 and significant p-value was 0.000, which was lower than 0.05. It shows that the consumer ethnocentrism has impact on foreign product judgments. In order to test hypothesis one (H1), consumer ethnocentrism has a negative impact on foreign products judgments. Pearson correlation is performed to test the correlation between consumer ethnocentrism, and foreign product judgments (See Table 3 ). Based on the Pearson values, there is a significant negative correlation between consumer ethnocentrism, and foreign product judgment (p-value = 0.000, Pearson correlation = -0.340) at 0.01. This can be explained that when the level of consumer ethnocentrism increased then the level of foreign product judgment also decreased. Hence, hypothesis one (H1) was supported. The finding was in agreement with existing research; in another study of Malaysian consumers, Khairul & Ibrahim (2012) studied consumer ethnocentric tendencies of Malaysian Muslim consumers and cited that the level of consumer ethnocentric tendencies among Malaysian Muslim consumers would had a negative relationship with the judgment of US made product. 
N 423
Note. **. Correlation is significant at the 0.01 level (2-tailed).
www.ccsenet.org/ijbm
The Impact of Consumer Ethnocentrism on Local Helping Purchase
Simple linear regression analysis was conducted to achieve research objective two; to investigate the impact of consumer ethnocentrism on local helping purchase. Results from Table 4 shows that consumer ethnocentrism (The β coefficient was 0.371, t-value was 8.206) significantly affected local helping purchase (F = 67.344, p value = 0.00). The analysis indicated that there was a significant model which had fit the data, about 13.8% of variance in local helping purchase was explained by consumer ethnocentrism. Hence, it indicated that the consumer ethnocentrism had impact on local helping purchase. Pearson correlation was performed to test hypothesis two (H2); consumer ethnocentrism has a positive impact on local helping purchase. According to Table 5 , the correlation coefficient between consumer ethnocentrism and local helping purchase was significant positive but medium relation at 0.01 (p value = 0.000, Pearson correlation = 0.371). Cohen (1988) suggests that there is considered medium correlation if the correlation coefficient value is between 0.30 to 0.49 and -0.3 to-0.49. In other word, when the level of consumer ethnocentrism increased, the level of local helping purchase also increased. Thus, hypothesis two (H2) was supported. The finding was in line with Durvasula et al. (1997) found that ethnocentric individuals have a strong positive attitude towards their own country. Consumer ethnocentrism has been found to be positively related to local helping purchase (Balabanis & Diamantopoulos, 2004; Dmitrovic & Vida, 2009 ). Note. ** Correlation is significant at the 0.01 level (2-tailed).
Conclusions and Recommendations
Based on the finding of this study, consumer ethnocentrism was found to have a negative impact on foreign product judgments. A possible explanation was when the level of consumer ethnocentrism increased, the level of foreign product judgments also decreased. The finding was in agreement with other studies had found that generally, consumers who had high level of ethnocentrism would negatively evaluate foreign made products (Shimp & Sharma, 1987; Kaynak & Kara, 2002) , especially in the developed country. Shimp & Sharma (1987) cited that the ethnocentric group might believe that it was not appropriate or immoral to buy foreign products or services. As a result, the contribution of this study was to help the retailers and tourism marketers in Thailand to make appropriate marketing strategies and marketing campaign. Lantz & Loeb (1996) recommend foreign products should be priced slightly lower than local products, if the type of products or services are similar, to capture the less ethnocentric segment of the market. Then the marketing strategies by retailers and tourism marketers in Thailand should focus on the lower price of products, services, transportation and other expenditures in order to attract less ethnocentric cross-border shoppers to cross the border to shop. In addition, in order to control the impact of shopper ethnocentrism on foreign product judgments and do "outshopping" in aboard, tourism marketers may conduct marketing campaign by placing a greater emphasis on Thailand destination's image as well as brand image of products and services from Thailand to occupy the less ethnocentric segment of the market.
The result found that consumer ethnocentrism had a positive impact on local helping purchase. It can be explained that when the level of consumer ethnocentrism increased, the level of local helping purchase also increased. This is further supported by Dmitrovic & Vida (2007) , cross-border shoppers who exhibited higher level of local helping purchase tended to shop less in foreign countries. Therefore, in order to attract less ethnocentric segment of the market to do "inshopping", the marketing campaign by local Malaysian tourism marketers could include the best approached using pro-Malaysian image to promote the benefits of local products or services and local shopping destination. Moreover, in order to prevent retail leakages and attract shoppers to do ''inshopping", the marketing strategies by retailers in Malaysia should try to create a belief that their products and services are value for money.
Recommendations for Future Research
As this study examined only one single market, next researchers may conduct a comparative study of the impact of Thai cross-border shopper ethnocentrism on foreign product judgments and local helping purchase for comparison. In addition, it is also recommended that future research on cross-border consumer ethnocentrism and attitude towards foreign product and local helping purchase behaviour should be conducted in other regions for comparison. Lastly, the primary limitations of this study also provide a basis for future research, need to be mentioned. Data for the present study was collected exclusively in the shopping destinations in Hatyai. Hence, the results are not to be generalised to the entire population with various cross-border shopping destinations in Thailand. Results should also be generalized with caution to overall cross-border shopping destinations in Thailand. Moreover, consumer ethnocentrism, foreign product judgments and local helping purchased selected in this study could be a limitation because other variables, which were not used in this study, could affect cross-border shopping behaviour.
